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ABSTRACT 
 
Previous research has shown consumers to be highly aware towards halal food production in Malaysia. 
However, little research has tried to investigate determinants of consumer demeanors with regard to halal 
food. The paper presents the results of a survey which was carried out in Malaysia to investigate the 
formation of consumer demeanors towards halal food production. This study involved 150 Muslim 
consumer in Malaysia. All respondents completed a set of self-developed questionnaire. The tools for 
statistical analysis employed in this study were descriptive, and confirmatory factor analysis (CFA) using 
IBM SPSS 20.0. Results show that Malaysian consumers turned out to be significantly have positive 
demeanor towards halal foods. The pattern matrix revealed that 17 items were loaded into four 
determinants; attitude, perceived behavioural control, subjective norm and religious belief. Overall, the 
present study has given a meaningful information to all consumers about halal food, therefore it is a 
valuable guideline for them to choose the right food in the market. Keywords: Halal Food, Management, 
Consumer, behaviour. 
 
Introduction 
 
The word ‘halal’ is a specific Arabic word that is defined as allowed or permitted (Khattak, Anwar, 
Abbas & Ismatullah, 2011). Literally, it means “thing which is permitted, with respect to which no restriction 
exists, and the doing of which the Law-Giver, Allah, has allowed.” (al-Qardawi, 2003), the 
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combination of the words “halal” and “food” refer to the permissible food according to Islamic law 
(Qureshi et al, 2012). Specifically, halal food refer to, “Any food which is not from or do not contain any 
part of animals forbidden by Islamic law, or animals that are not slaughtered according to Islamic law; 
does not have any impure substance considered by Islamic law; is not prepared, processed or 
manufactured using equipment or utensils which are not free from impurities as defined by Islamic law” 
Trade Description Order (Usage of the Term “Halal” in 1975, (Halal Malaysia Portal, 2011). 
 
 
Referring to this halal concept definition, it is an obligation for all Muslims to obey this guideline. It 
has been clearly mentioned in the first paragraph of the introduction, from The Almighty (2: 168), “O ye 
people! Eat of what is on earth, Lawful and good” (QuranicOnline.net, translation of Quran by Abdullah 
Yusuf Ali). Previous research has shown consumers to be highly aware towards halal food production in 
Malaysia. However, little research has tried to investigate determinants of consumer demeanors with regard 
to halal food. The paper presents the results of a survey which was carried out in Malaysia to investigate the 
formation of consumer demeanors towards halal food production. 
 
Literature Review 
 
In investigating the determinants of consumer attitudes toward halal food, theory of planned 
behaviour (TPB) has become one of the most prominent theory used by numerous academician as a 
guideline (Bonne, Blacker & Verbeke 2007). The TPB developed by Ajzen (1985) explains how attitude, 
subjective norms and perceived behaviour control ultimately affect human behaviour. Intention has 
become the mediator between attitude, subjective norms, perceived behaviour control and human 
behaviour (Gilholm, Ettema, Selart & Garlin, 1996). In this study, the researcher has imitated ideas 
written by Nazahah Abd. Rahman and Sutina Junos, (2012) and Alam et al, (2012) which include 
religious belief as an additional factor that makes halal food consumption predictable. Therefore, there 
are four main determinants that contributed towards actual behaviour for halal food consumptions; 
attitude, subjective norm, perceived behaviour control, religious belief and intention as mediator. 
 
Consumer demeanor in halal food refers to the demeanor of an individual towards halal food; 
whether they find it favourable or unfavourable in consuming halal food (Shah Alam, & Mohamed Sayuti, 
2011). In conceptualizing the elements that influence demeanor towards halal food consumption, several 
characteristics are highlighted, which are health, safety and hygiene (Khalek & Ismail, 2015). 
 
 
Demeanor towards halal food is a result of judgements made through personal experience or 
acquired knowledge. From acquired knowledge, people will be able to observe if a particular food is good 
or not. Fundamentally, Islam in a whole has highlighted the main characteristic of halal food based on 
Prophet Muhammad’s saying; 
 
“On the authority of Abu Hurayrah (ra): The Messenger of Allah ) said, “Allah the Almighty is 
Good and accepts only that which is good. And verily Allah has commanded the believers to do 
that which He has commanded the Messengers. So the 
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Almighty has said: “O (you) Messengers! Eat of the tayyibat [all kinds of halal (legal) 
foods], and perform righteous deeds.” [23:51] and the Almighty has said: “O you who  ) 
mentioned [the case] of a man who, having journeyed far, is disheveled and dusty, and 
who spreads out his hands to the sky saying “O Lord! O Lord!,” while his food is haram 
(unlawful), his drink is haram, his clothing is haram, and he has been 
 
nourished with haram, so how can [his supplication] be answered?” (Muslim) 
 
 
The above hadith is supported by Quranic verse of Al Maidah, 88; “This is the guidance of 
Allah. He giveth that guidance to whom He pleaseth, of His worshippers. If they were to join 
other gods with Him, all that they did would be vain for them.”. With the explanation by this verse, 
it has made it clear that halal food is healthy, safe and hygienic. The characteristics laid out by this verse 
are important to help Muslims in identifying halal food for them to consume. 
 
 
According to Khalek and Ismail (2015), demeanor is one of the main factors that influences 
consumers in choosing halal food. They further explain that demeanor in consuming halal food is 
probably connected to the religious belief as well as the benefits of halal food. In another study done by 
Khalek in 2014, it has likewise stated that the determinants of halal food consumption imperatively 
depend on their demeanor . A similar confirmation was also discovered by Shah Alam and Mohamed 
Sayuti (2011), in their study “Applying the Theory of Planned Behavior (TPB) in halal food purchasing”. 
In a nutshell, the overall statement contributes to the understanding of demeanor as one of the main factors 
that determines halal food consumption. 
 
Methodology 
 
This study employs quantitative research method, using a cross sectional survey techniques via 
questionnaire. Questionnaire was use as the main instrument to collect primary data from the targeted 
sample. The questionnaire, consisting of the informed consent letter and two main section namely 1) 
demographic 2) consumer demeanor. The tools for statistical analysis employed in this study were 
descriptive, and confirmatory factor analysis (CFA) using IBM SPSS 20.0. This study involved 150 
Muslim consumer between 18 to 36 years old in Malaysia. 
 
Result and Finding 
 
After the content of the questionnaire was validated by the experts and translated, it is subjected to 
distribute to 150 respondents. The data were analysed using Exploratory Factor Analysis (EFA) to assess their 
validity. Total of 150 samples is an adequate number for the purposed of EFA (Pearson & Mundform, 2010). 
Along the EFA procedure, Principal Component Analysis (PCA) was run to examine the underlying construct 
in the questionnaire. In order to measure a significant result of PCA, a listed basic assumptions were checked; 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO), Bartlett's Test of Sphericity, anti-image's 
correlation matrices, and communalities. All the cutoff values for the listed assumption are explained in Table 
1. The PCA analysis was performed following fulfillment of all 
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four-listed assumption. 
 
 
Table 1: Cutoff Value for basic assumptions in Principal Component Analysis  
Basic Assumptions  Cutoff Value 
   
Kaiser-Meyer-Olkin  Measure  of Sampling > 0.6 
Adequacy (KMO)   
Bartlett's Test of Sphericity,  < .05 
Anti-image's correlation matrices,  > .05 
Communalities  > .03 
   
 
Determinants of consumer demeanor towards Halal Food 
 
 
Principal Component Analysis with direct oblimin rotation was run to test 19 items of the halal 
food predictors. As suggested by Brown (2009), direct oblimin is an appropriate rotation for oblique 
factors (correlated). After PCA analysis was completed for few times to meet the accepted value, the 
remaining items suggested were 15. From the result, it revealed that the Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy achieved satisfactory value of 0.717, which is above the cutoff value of 0.6. 
Moreover, the Bartlett's Test of Sphericity shows a significant p value, p=.000. The result as shown in 
Table 3.7. 
 
Table 2: KMO and Bartlett's Test (Halal Food 
 
Consumption)   
Kaiser-Meyer-Olkin Measure of Sampling 
.745 
Adequacy. 
 
Approx. Chi-Square 997.868 
Bartlett's Test of 
120 df 
Sphericity  
Sig. .000  
 
 
Next, assumption regarding the EFA is related to anti-image test, and result from this analysis 
revealed accepted values, which are exceeded the minimum condition of 0.5. In addition, the 
communality values for the finale items fulfilled cutoff point of > 0.3 for evidence of data factorability. 
 
Final stage of EFA analysis explains on factor loading for each item. The pattern matrix table 
revealed that 17 items were loaded into four (4) determinents; attitude, perceived behavioral control, 
subjective norm and religious belief. All 15 items show accepted factor loading which are above cutoff 
value of 4.0. The results as shown in Table 3, 
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Table 3: Principal Component Analysis for Halal Food Consumption 
 
Demeanor 
Factor 
Loading   
  
Attitude  
1. Halal food that is available in the market is 
.905  
hygienic food.   
2. Halal food that is available in the market is safe 
.864  
to eat.   
3. Halal food that is available in the market is 
.828  
healthy.   
4. I am confident in buying halal food that is 
.649  
available in the market.   
  
Subjective Norm  
1. Community influences me to choose halal food. .907 
2. Mass media influences me in choosing halal food 
.888  
for consumption.   
3. Halal food is a dish that always comes first at my 
.773  
home.   
  
Perceived Behavioural Control  
1. It is important for me to consume halal food in 
.712  
everyday life.   
2. I do not trust halal food product that is available 
.547  
in the market.   
3. I avoid consuming haram food. .476 
4. Halal food is a dish that always comes first at my 
.694  
home.   
5. The importance of halal food is always being 
.655  
imposed in my family.   
  
Religious Belief  
1. Islamic law influences my diet. .702 
2. Halal food is able to purify my soul. .494 
3. I refer my religion for my diet plan. .878 
4. My diet style is based on my religion’s guideline. .910 
  
Total Variance 63.356 
   
 
 
 
 
Conclusion 
 
It has been clearly mentioned in Islam about the importance of halal food in daily life; yet Muslim youth 
 
183 
 
185 
 
ISSN 2076-9202 
186 
 
International Journal of Information, Business and Management, Vol. 12, No.2, 2020 
 
nowadays still have low awareness on halal food. Not only that, littel empirical study has been done to 
investigate the consumer attitude. Therefore, this study aims to bridge this gap and contribute to the 
expansion of knowledge. The result of this study shows Malaysian consumers turned out to be 
significantly have positive demeanor towards halal foods. The pattern matrix table revealed that 17 items 
were loaded into four (4) determinants; attitude, perceived behavioral control, subjective norm and 
religious belief. Overall, the present study has given a meaningful information to all consumers about 
halal food, therefore it is a valuable guideline for them to choose the right food in the market. 
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